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Abstract 
SWOT analysis is a strategic planning method used to evaluate the Strengths, Weaknesses/Limitations, Opportunities, and Threats 
involved in a project or in a business venture. It involves specifying the objective of the business venture or project and identifying 
the internal and external factors that are favorable and unfavorable to achieve that objective. Turkish electronics 
industry is continuously working to produce innovative, high quality and globally competitive products. The Turkish electronics 
industry began to develop rapidly in the second half of the 80's. In this study, SWOT Analysis was used as a method to analyse a 
consumer electronics company from Turkey and we determined strategies according to the SWOT factors. Analytic Hierarchy 
Process (AHP) method is integrated to support decision situation about strategies which is determined with SWOT analysis. So the 
SWOT matrix is converted into a hierarchic structure and the model is analyzed with the Analytic Hierarchy Process.  
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1. Introduction 
Strategic management has been widely used by all enterprises to withstand fierce market competition. The strategic 
management process consists of three stages: strategy formulation, strategy implementation, and strategy evaluation. 
SWOT analysis of external opportunities and threats as well as the internal strengths and weaknesses of the enterprises 
is important for strategy formulation and development (Chang, Huang, 2006). 
 
The two main components of SWOT are the indicators of the internal situation described by existing Strengths and 
Weaknesses and the indicators of the external environment described by existing Opportunities and Threats 
(Markovska, Taseska and Jordanov, 2009). 
 
However, the use of this method gives rise to some important advantages and disadvantages. The advantages, for 
instance, may include the idea that this method is very simple and everybody can use it without having advanced 
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knowledge or external technical support. The disadvantages refer to a variety of shortcomings regarding this method 
results of SWOT analysis. In order to overcome some of these challenges, this study draws information from the 
annual environmental reports of companies in which they disclosed real and more accurate data and overcame the 
Nikolaou and 
Evangelinos, 2010) . 
 
The methodology that is used to enable the SWOT analysis for reducing fatigue related human errors on board 
includes the identification of relevant factors in terms of SWOT groups (namely strengths group, weaknesses group, 
opportunities group and threat group). According to this 
 
1. The number of factors within every SWOT group (namely strengths group, weaknesses group, opportunities 
increase rapidly and pose problems for further comparisons. 
 
2. Pairwise comparisons among factors were conducted within every SWOT group. When making the comparisons, 
the questions at stake were: (i) which of the two factors compared was greater, and (ii) how much greater? With these 
comparisons as the input, the relative local priorities of the factors were computed using SWOT analysis. 
 
3. The pairwise comparisons were made amongst the four SWOT groups. The factor with the highest local priority 
was chosen from each group to represent the group. These four factors were then compared and their relative priorities 
were computed in the second step. These were the scaling factors of the four SWOT groups, and they were used to 
analyze the overall priorities of the independent factors within them. 
 
4. The pairwise comparisons were made between alternative strategies subject to all SWOT factors. While making 
the comparisons, the questions at stake were: 
(i) which one of the two strategy-alternatives was better in maximizing or responding to the s
regarding strengths or opportunities, and which one of the two alternatives was better in minimizing or avoiding the 
factors regarding weaknesses or threats; and (ii) how much better is that alternative? The overall importance of the 
strategy-alternatives was analyzed in this manner. In SWOT analysis, multiple perspectives are always needed 
(Srivastava, Kulshreshtha, Mohanty, Pushpangadan and Singh, 2005). 
 
The Analytic Hierarchy Process (AHP) is a theory of measurement through pairwise comparisons and relies on the 
judgments of experts to derive priority scales. It is these scales that measure intangibles in relative terms. The 
comparisons are made using a scale of absolute judgments that represents, how much more, one element dominates 
another with respect to a given attribute. The judgments may be inconsistent, and how to measure inconsistency and 
improve the judgments, when possible to obtain better consistency is a concern of the AHP. The derived priority 
scales are synthesized by multiplying them by the priority of their parent nodes and adding for all such nodes. 
 
To make a decision in an organized way to generate priorities we need to decompose the decision into the 
following steps.  
1 Define the problem and determine the kind of knowledge sought.  
2 Structure the decision hierarchy from the top with the goal of the decision, then the objectives from a broad 
perspective, through the intermediate levels (criteria on which subsequent elements depend) to the lowest level   
(which usually is a set of the alternatives).  
3 Construct a set of pairwise comparison matrices. Each element in an upper level is used to compare the elements 
in the level immediately below with  respect to it.  
4 Use the priorities obtained from the comparisons to weigh the priorities in the level immediately below. Do this 
for every element. Then for each element in the level below add its weighed values and obtain its overall or global 
priority.  
 
Continue this process of weighting and adding until the final priorities of the alternatives in the bottom most level 
are obtained. To make comparisons, we need a scale of numbers that indicates how many times more important or 
dominant one element is over another element with respect to the criterion or property with respect to which they are 
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compared. Decision making with the analytic hierarchy process. Each of these judgments is assigned a number on a 
scale. One common scale (adapted from Saaty) is: (Saaty, 2008) 
 
 
Table 1. Common  comparison scale for AHP method ( Saaty, 2008) 
1 Equal importance Two factors contribute equally to the 
objective 
3 Somewhat more important Experience and judgment slightly favor 
one over the other 
5 Much more important  
 
Experience and judgment strongly favor 
one over the other. 
7 Very much more important  
 
Experience and judgment very strongly 
favor one over the other. Its importance is 
demonstrated in practice. 
9 Absolutely more important.  
 
The evidence favoring one over the other 
is of the highest possible validity 
2,4,6,8 Intermediate values  
 
When compromise is needed 
            
A basic, but very reasonable, assumption is that if attribute A is absolutely more important than attribute B and is 
rated at 9, then B must be absolutely less important than A and is valued at 1/9.  These pairwise comparisons are 
carried out for all factors to be considered, usually not more than 7, and the matrix is completed. The matrix is of a 
very particular form which nearly supports the calculations which then ensue (Saaty was a very distinguished 
mathematician).  The next step is the calculation of a list of the relative weights, importance, or value, of the factors, 
such as cost and operability, which are relevant to the problem in question (technically, this list is called an 
eigenvector). Consider n elem
significance) of Ci with respect to Cj by aij and form a square matrix A=(aij) of order n with the constraints that aij = 
id to be a reciprocal matrix. 
 
The weights are consistent if they are transitive, that is aik = aijxajk for all i, j, and k. Such a matrix might exist if the 
aij A  
n . For matrices involving 
human judgment, the condition aik = aijxajk does not hold as human judgements are inconsistent to a greater or lesser 
judgments = n then the judgements have turned out to 
be consistent The final stage is to calculate a Consistency Ratio (CR) to measure how consistent the judgments have 
been relative to large samples of purely random judgments. If the CR is much in excess of 0.1 the judgments are 
untrustworthy because they are too close for comfort to randomness and the exercise is valueless or must be repeated. 
It is easy to make a minimum number of judgments after which the rest can be calculated to enforce a perhaps 
unrealistically perfect consistency. The first eigenvector has given the relative importance attached to requirements, 
such as cost and reliability, but different machines contribute to differing extents to the satisfaction of those 
requirements. Thus, subsequent matrices can be developed to show how X, Y and Z respectively satisfy the needs of 
the firm (Coyle, 2004).  
 
This paper puts forward a complete and comprehensive SWOT development strategy model on the basis of the 
previous SWOT analysis model and Analytic Hierarchy Process (AHP), and its eigen-value  calculation framework is 
combined with the case study of a Turkish consumer electronics firm.  After a general review of both SWOT and 
literature review of SWOT analysis, this paper focuses on consumer electronics in Turkey and application of SWOT 
AHP method in a Turkish consumer electronics company which have wide brand portfolio and also the most portion 
in domestic sales.  We chosed four experts  in consumer electronics area. Investigations were carried out by direct 
interviews or sending questionnaires via email. The questionnaires were made as pair wise comparisons to determine 
the competitiveness of each SWOT criteria and to rank the competitiveness of each strategy. 
1547 Şü kran Şeker and Mesut Özgü rler /  Procedia - Social and Behavioral Sciences  58 ( 2012 )  1544 – 1554 
2. Literature Review  
SWOT analysis has its origins in the 1960s. The resource based view focuses on the internal resources, capabilities 
and core competencies of the organization, and advocates building strategies on these foundations to assure the 
competitiveness of the organization and the attractiveness of the industrial sector. Barney (1991) further developed the 
resource-
ectiveness and e ciency), rarity (rare and in high demand), inimitability (di cult to 
imitate) and substitutability (not readily substituted (Dyson, 2004). 
 
The Analytic Hierarchy Process (AHP) is a  commonly used multi-criteria decision making  method (Saaty, 1980). 
AHP performs pair-wise comparisons between factors in order to prioritize  them using the eigen-value calculation 
framework. AHP advantages; i.e., a systematic approach to decision problems and commensurability, are regarded as 
valuable characteristics in SWOT analysis. Additional value from SWOT analysis can be achieved by performing 
pair-wise comparisons between SWOT factors and analyzing them by means of eigenvalue technique as applied in 
AHP. This offers  a good basis for examining the present or anticipated situation, or new strategy alternative more 
comprehensively (Kurttila et al., 2000). SWOT-AHP technique was applied in  areas such as environment (Kurttile  et 
al., 2000; Leskinen et al., 2006; Pesonen et al., 2000; Masozera et al., 2006), tourism (Kajanus et al., 2004), project 
management (Stewart et al., 2002), agriculture (Shrestha et al., 2004), and manufacturing (Shinno et al., 2006). To our 
knowledge this is the first SWOT-AHP study applied in the tourism sector. However, the mentioned literature had  
dealt merely with prioritization of the SWOT factors; strategies were not included based on prioritized SWOT factors. 
Aiming this drawback, current study used SWOT-AHP to prioritize the  internal and external factors, followed by 
developing alternative strategies based on those factors in the form of TOWS matrix developed by Weihrich, 1982. A 
detailed explanation of  steps involved in conventional SWOT-AHP technique is found in Penson et al., 2000; 
Shrestha et al., 2004; Kurttila et al., 2000; Masozera et al., 2006. However, the modifications based on reliable 
assumptions to the conventional SWOTAHP methodology may increase the accuracy of the method ( 
Wickramassinghe, 2009). 
 
ksel and Dagdeviren have recently developed a more sophisticated model with Analytic Network 
Process to capture potential interactions, interdependences, and feedbacks amongst the SWOT matrix factors. 
Although these approaches have brought new insights into the scene and deserve merit in terms of analytical 
foundation to determine the importance ranking of SWOT factors, they still have a major limitation: ignoring the 
 
 
Rao (2005) argues that marketing assets can play a crucial role in sustaining organizations'  competitive advantage. 
By implementing the right marketing strategy which focuses on users' needs, product uniqueness, and differentiation, 
high technology firms can turn their technological competences into sustainable competitive advantage.  
 
Chan & Heide (1992) illustrated a process of integrating competitive strength, the environment, and the firm's 
strategy. Speed of designing, developing and producing new and less costly products through IT investment has 
proved to help organizations gain competitive advantage. They also added that a market oriented IT company should 
focus on services that will enhance the relationship with customers and suppliers in order to achieve firm's advantage 
(Rousan, 2009). 
3. Description of Consumer Electronics in Turkey 
The Turkish electronics industry began to develop rapidly in the second half of the 80's. The introduction of colour 
TV broadcasting and the acceleration in telecommunication investments boosted development. Furthermore, the 
revolution in telecommunication technologies which took place during those years, increased the growth of the sector. 
ense agreements. The licensors originated from  
the Netherlands, Germany, Japan, the USA, Canada, France, the United Kingdom, Denmark and Italy. Today the 
sector is a mature industry and has reached a significant level in technical knowledge. 
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The Turkish consumer electronics subsector, after many years of hard work, has achieved a market share of more 
than 50 % in the European market for CRT TV sets. Moreover, in order to protect its leading position investments  in 
LCD display  technology  and application specific  integrated circuit ASIC technology are increasing in Turkey. 
 
The Products of Computer subsector are hardware, software, services and supplies. The increasing utilization of IT 
has greatly enhanced the Turkish computer subsector 
and industrial equipment subsector  is composed of uninterrupted power  supplies, induction ovens, rectifiers, 
automation systems, signalization and alarm systems, automotive electronics, test and measuring equipment, medical 
electronics, audiovisual systems, industrial electronic  equipment, fire alarm and security systems. It is a key sub-
sector that contributes to many diverse industries. 
 
The Components subsector includes circuit elements, printed circuit boards, picture tubes, coils and transformers, 
acoustic elements, connection elements, electronic relays. The investments in the components subsector have 
continued to increase in line with the activities of the other  subsectors of the electronics  industry [1]. 
Main players in the Turkish home appliances and electronics sector are given below. 
 
Table 2 es and Consumer Electronics Industry (Deloitte, 2010). 
Company Subsector 
 
 white goods, electrical equipment & appl 
Vestel       consumer electronics 
BSH Ev Aletleri white goods, electrical equipment & appl 
Vestel Beyaz Esya white goods 
Casper Bilgisayar consumer electronics 
Indesit white goods, electrical equipment & appl 
Kumtel household appl 
 
Arzum household appl 
Philips  
 
consumer electronics 
 
     The firm we have obtained is a household appliances manufacturer. It principally engages in production, marketing 
and after sales service of durable goods, allied components and consumer electronics. The company's business 
categorizes its operation in three reportable segments namely White goods, Consumer electronics and Others. The 
White good segment comprises washing machines, dryers, dish washers, refrigerators, ovens, cookers and air 
conditioners. The consumer goods reportable segment includes LCD televisions, televisions, computers, cash registers 
and Other segment of the company offers all home appliances, furniture and kitchen gadgets except products included 
in White goods and Consumer electronics segments. The company offers its products under variety brand names. 
Geographically, the company has 11 production facilities in four countries, together with sales and marketing 
organization operating in 18 countries. Furthermore, the company offers its products and services in over 100 
countries. The firm is headquartered in Istanbul, Turkey. If we investigate the firm we can see following features about 
it. 
 
 
 
s 15% 
 
 
-sales services 
-15% of private sector Research and Development (R&D) investments, 8% of all patent applications filed with the 
Turkish Patent Institute  
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rd Also, the firm bases all 
 
Internationally, the firm is an active member in the giant league of companies and grows with its acquisition of brands 
and companies abroad, while domestically, the company is the strongest.The company is breaking a record in 
awareness calculations. It provides its products in more than 100 countries. The firm is headquartered in Istanbul, 
Turkey [2]. 
 
This comprehensive SWOT profile of the firm provides that strategic SWOT analysis of t
and the potential opportunities and threats. The study helps to formulate strategies that assist another firms by enabling 
to understand their partners, customers and competitors better [3]. 
4. SWOT-AHP analysis methods for evaluation  of the Turkish Electronic Consumer Firm 
In this research, Analytical Hierarchy Process (AHP), and their Eigen value calculation is integrated with SWOT 
analysis. Using AHP method will offer a quantitative measure  of significance of each factor on decision making 
(Kurttila et al. 2001). The structure of conducting these integration methods is addressed in the four steps below 
(Wickramasinghe, and Takano, 2009):   
 
Step 1: SWOT analysis is conducted:  
In this case, we used the SWOT analysis to assess the situation of a Turkish firm from consumer electronics sector 
by judging it on four aspects: strengths, weaknesses, opportunities and threats. This method includes systematic 
thoughts and inclusive identification of factors relating to a new technology, management or planning and products 
Figure 1 illustrates SWOT analysis which identifies the factors of Strengths, Weaknesses, Opportunities and Threats 
of the Turkish comsumer electronics firm. 
Strength                                                                                Weaknesses 
 
 
 
 
 
 
 
 
 
Opportunities                                                                         Threats        
 
 
 
 
 
 
 
 
 
 
 
Fig 1. SWOT factors of the firm 
 
-To have the most portion in domestic sales (S1) 
- Wide product and brand portfolio (S2) 
-Extensive Operational network  (S3) 
- To have sufficient base for the best performance 
(S4) 
  
-Fluctuating Revenues  (W1) 
-Restricted liquidity position (W2) 
- (household 
appliances with rivals such as (Tefal, 
Moulinex, Arzum) and to be high on customer 
dissatisfaction (W3). 
-Launch of new products  (O1) 
-To introduce qualitier and cheaper products when 
we compare with rivals (O2) 
 -High exchange rate increase the cost of import 
rivals so domestic firms have more advantage than 
rivals (O3) 
-Fluctuating material costs  (T1) 
-Highly Competitive markets  (T2) 
 -The support of government in manufacture, sale 
and export is in lower level  (T3) 
-Direct and indirect taxes are high  (T4) 
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Step2: AHP method is combined with SWOT analysis: The hierarchical structure of the evaluation process is 
achieved at this step which is illustrated in figure 2. Upper level represents the strategies which is evaluation of 
strength, weakness, opportunities and threads (Shareef, Jahankhani, Pimenidis, 2012). We make our pairwise 
comparisons with judgements of experts. So we could obtain priority scales for SWOT factors and strategies of the 
firm.  
 
  The hierarchy for our problem has been structured in four levels. This is depicted in Figure 2. The first level, as 
usual, is the goal to be achieved by the decision; the next level is constituted by the four groups of factors as defined 
by the SWOT technique: Strengths (S), Weaknesses (W), Opportunities (O) and Threats (T); the third level is 
constituted by the factors included in each one of the four groups of the previous level; and finally, the fourth level is 
constituted by the strategies that should be evaluated and compared. 
 
      The level below the upper level (second level) represents the significant objectives (ST) of the proposed model 
such as; (ST1): , (ST2): offering 
added value to the customer with Research and Development(R&D) and  (ST3) : Having a happy customer group 
which can make more efficient advertisement than TV, newspaper . The lowest (third) level represents the SWOT 
factors assigned to each SWOT group. It is useful to consider many factors; the number of pair-wise comparisons in 
AHP rises exponentially with the number of factors. Hence, the current process leaded four factors of strengths, three 
weaknesses, three opportunities, and four threats. 
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In level one there will be one comparison matrix communicates to pair-wise comparisons between significant 
objectives with respect to aim of the evaluation. The comparison matrix of the first is created to identify the most 
significant objective, and use its values as a scaling factor. The next level pair wise comparisons between SWOT 
factors are performed within each individual SWOT group with respect to the objectives, and identifies scaling factors 
ale to consider the intensity priority between two 
elements and, using the verbal scale associated with the 1 9 scale as illustrated in table 1. In addition, it has the ability 
to cover both qualitative and quantitative information as required by the pair-wise comparison form of the AHP. With 
these comparisons as the input, the local priorities of the factors are computed by Eigen value method. These priorities 
comparisons conducted to select the highest value factor within the group (Shareef, Jahankhani, Pimenidis, 2012). 
 
Regarding the first level, the pair wise comparison consists of a matrix with size of 4 by 4, and then calculates the 
factors by dividing each element of row by the sum of each column of the objectives. Then, normalizes the Eigen 
vectors by averaging the value of the factors across the new rows, in other words adds each new row and divided by 
number of factors which is three in this case. Pairwise comparison matrix for objectives with respect to the aim is 
depicted in table 3. 
 
Table 3. Pair wise comparison of the three objective strategy 
Criteria/Factors ST1 ST2 ST3 Scaling factor 
ST1 1 1/3 1/4 0.122 
ST2 3 2 1/3 0.271 
ST3 4 3 1 0.607 
Total 8 4.33 4.33 1 
 
Likewise, the same procedure will be followed for second level which is SWOT factors comparisons of the SWOT 
group.  
 
 
Table 4. priority factors within the SWOT group 
Criteria/Factors Strengths(S) Weaknesses(W) Opportunities(O) Threats(T) Scaling factor 
Strengths(S) 1 3 2             5 0.273 
Weaknesses(W) 1/3 1 3              1/3 0.164 
Opportunities(O) 3 7 1           9 0.478 
Threats(T) 1/2 3 1/9           1 0.085 
Total 4.53 14 6.11                                  15.33 1 
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                         Ws                          Ww 
 Wo     Wt 
 
 
 
 
 
Ws1 Wsm Ww1 Wwm                 Wo1                 Wom 
 Wt1 
 
 
 
 
 
Wu1 
 
 
  
 
 
  
Fig 2. Hierarchic structure in decision making  for the priority of strategies 
 
Step 3: Pair-wise comparisons conducted with respect to three objectives and four SWOT groups.  The three 
objectives (ST1, ST2, and ST3) were subjected to pair wise comparison at the second level will be calculated. The 
SWOT group (strengths, weaknesses, opportunities, and threats) were rated using objectives criteria with respect to 
five intensity ratings which is shown in table 4, equal important, moderately important, strongly important, very 
strongly important and extremely important.  We calculate the SWOT factors with respect to each objective. Similarly, 
level three of the hierarchical structure of evaluation process will be achieved. Similarly, level three of the hierarchical 
structure of evaluation process will be achieved. The pair wise comparisons of factors within the four SWOT groups 
are calculated. Next, we calculate local weight or priority factor for all of the weaknesses, opportunities and threats, 
similar to the first level.   
 
Step 4: The results are employed in the evaluation process. In this step the aim to the evaluation of the proposed 
model process comes in the numerical values for the factors. New aims may be set, priorities defined and such 
implementations planned as take into account the primary factors. After all pairwise calculation for SWOT factors, 
strategies and combined relations the results are shown in Table 5.  
 
Table 5. Priority of Factors and Strategies for the Turkish Customer Firm 
SWOT Groups 
 
 
                            Local  
                           Weight 
 
SWOT Factors  
 
 
                                                                              Local  
                                                                            Weight 
 
 
 
Global Weight 
 
 
 
Strategy 
Strengths (S)         0.32 To have the most portion                                        0.34 
in domestic sales (S1) 
Wide product and                                                   0.50 
brand portfolio (S2) 
Extensive Operational 
 network (S3)                                                          0.11 
0.1088 
 
0.16 
 
 
0.0352 
 
ST1:0.50 
 
ST2:0.21 
 
ST3:0.29 
    GOAL 
S W O T 
Sm1 Sm Sms Wm1 Wm2 
Wmw 
Om1 Om2 
Omo Tm1 Tm2 
STRATEGY 1 STRATEGY 2 STRATEGY 3 
Objective 
Factors 
Proposed 
Strategies 
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To have sufficient  
base for the best performance(S4)                          0.05 
 
 
0.016 
Weaknesses (W)   0.18 Fluctuating Revenues  (W1)                                  0.12 
Restricted liquidity position (W2)                         0.56 
 
same quality  (household  
appliances with rivals such as 
(Tefal, Moulinex, Arzum)  
and to be high on customer 
 dissatisfaction (W3).                                              0.32 
 
0.0216 
0.1008 
 
 
 
 
 
0.0576 
 
Opportunities (O) 0.36 Launch of new  
 products  (O1)                                                        0.14               
To introduce qualitier  
and cheaper products  
when we compare with  
rivals (O2)                                                               0.57 
 High exchange rate  
increase the cost  
of import rivals so  
domestic firms  
have more advantage 
 than rivals(O3)                                                  0.19 
 
 
0.0504 
 
 
 
0.2052 
 
 
 
 
 
0.0684 
 
Threats  (T)           0.13 
 
 
 
 
 
 
 
Fluctuating material costs (T1)                          0.18 
Highly Competitive markets (T2)                      0.36 
 The support of government  
in manufacture, sale and  
export is in lower level (T3)                              0.27 
Direct and indirect taxes 
 are high (T4)                                                     0.19 
 
                                                                   
                                                    
      SUM 
0.0234 
0.0468 
 
 
0.0351 
 
0.0227 
 
 
 
1.000 
 
 
Local weight scores indicate the level of priority with respect to each SWOT groups. Overall weight scores are 
calculated by multiplying the local weight score within the SWOT group by the group weight score. According to 
scores ST1 strategy   must be 
priority strategy for the firm because of score 0.50 ,  (ST3) strategy Having a happy customer group which can 
make more efficient advertisement than TV, newspaper
development.  (ST2): offering added value to the customer with Research and Development (R&D) can be obtained 
last because the firm is following the last innovative technology  in the world.  
5. Conclusion and Recommendations 
In this case, we used the SWOT analysis to assess the situation of a Turkish firm from consumer electronics sector 
by judging it on four aspects: strengths, weaknesses, opportunities and threats. In order to improve performance, the 
firm must assess its external and competitive environment. This will reveal the key opportunities it can take advantage 
of and the threats it must deal with. The purpose of this study is to evaluate the critical factors in strategic planning 
and to utilize them in developing effective strategies for the company. To support our decision making process, a 
SWOT analysis was used in combination with an analytic hierarchy process (AHP) in this study. Fourteen SWOT 
factors and the relative weight of SWOT groups were examined through focus group interviews. With other words we 
make our pairwise comparisons with judgments of experts. So we could obtain priority scales for SWOT factors and 
strategies of the firm.  
 
With this study policy makers have more comprehensive decision making tool for their effective strategic planning 
than using a traditional method.  Because after determining strategies acoording to SWOT analysis they can evaluate 
the priorities of strategies with AHP quantitative method. We applied SWOT-AHP method in a Turkish consumer 
electronics company which is lead in Turkey. Results show that the firm must give more importance to look for 
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alternative suppliers for cost reduction in row mater .  Because 
cost is problem not only in Turkey, but also in all over the world.  
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